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PREDICTED CONTOURS

MAP IS A PORTION OF THE INTELLIGENT DIRECT COVERAGE MAP
1998 ZIP CODE MAP. WCZI RADIO STATION
SEE ATTACHED FOR CITY INSET. CH 252A - 98.3 MHZ

WASHINGTON, NORTH CAROLINA

RED AREAS DEPICT THE POTENTIAL LOSS OF EXISTING SERVICE, AS
MEASURED BY ARBITRON, TO ACTUAL, SURVEYED LISTENERS July 1988
LOCATED OUTSIDE THE STATION’S PROTECTED 60 dBu CONTOUR. :
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PREDICTED CONTOURS

MAP IS A PORTION OF THE INTELLIGENT DIRECT . COVERAGE MAP
1999 ZIP CODE MAP. WZXI RADIO STATION
SEE ATTACHED FOR CITY INSET. CH 238A - 95.5 MHZ

BUFFALO GAP, VIRGINIA

RED AREAS DEPICT THE POTENTIAL LOSS OF EXISTING SERVICE, AS
MEASURED BY ARBITRON, TO ACTUAL, SURVEYED LISTENERS July 1999
LOCATED OUTSIDE THE STATION’S PROTECTED 60 dBu CONTOUR.
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MEMORANDUM

29, 1992

ATN CE: 7/ J. Stewars '
CiYef, Mass Media 2ureau

SUBJECT: Overview of the Radio Incustcy

TO: Chairzman, Camissiocners

The attached paper ccntains an overview of rajor develcrments in the radio
ircistoy. Also attachad is an execurive summary highlichting the Bursau’s
conclusicns. This informaticn may be helpful when the Camissicn begins to
ccnsider wnether, and if so how, to medify the radio ownetship rules,




below market 175 does the market averace drcp belcow 14. Morsover, even these
indices vastly QVBISTate radio concentraticn, since radio is Eut cne of many
media secments campeting to be chosen by consumers and acv reisers. At 7% of
tctal advertising dollars, and 18% of local agvertising dollars, radio cocay is .
a small fragmented fish in a vast media pand.

ming to diversity, it is .m:or:am: to recall that insofar as cecntent is
cencarned, with radio we are primarily addressing diversity of music. (The
average M hour <cntains 86% music, the average AM hour 70%; only 14% of
Americans consider radio ene of their primary news sources.) The local marker
data discussed above show that in all bur the smallest markets (which cannce
su;port them eccnamically), there are mmercus radio autlets today. In

ticn, there has been an explosicn in the formats these stations offer, fram
8 in the late 1970s to S0 or more today, as operators follow their econamc
incentive to capture niche audiences in an ever-more-crowded marxetpiacs.
Radio thus-affers a diverse set of program opticns within a breader media
marxet whose own exploding diversity (given cable’s grewth and the immirencs of
crpressicn tecknologies, as well as the continsed presence of newsparers,
magazines, TV, etc.) has no precedent in cur lifetime.

Moreover, there is no reascn to believe that increased group ownershin will

. threaten this diversity or quality; indeed, mugh gvigence SUCTESTS wiat GITUTS
have used the bernef:ts of scale to enhance both, In televisicn, record
evidence £rom previcus Camissicn proceedincss shows that grtup owners air more
rews ard peblic affairs programing, and have higher—rated news shows, than
indivicieal cperatcrs; they also grant editerzial autenamy to individial cutlerts,
as evicdenced by the A.:'ec_x_em:. encorsement of different candicates seen Ly
jointly-cwned cutlets in leocal electicns.

As the Camissicn bhas previcusly noted, such findings show that there is no
necessary link between diversity of yiewooizz or gfferming and diversity (or
stallress) of gwrership —alimccnatms:beposz.tedbythosemobel.eve
that only the atanizarvicn of the ircustrsy is censistent with traditicnal
Camissicn valves. Indeed, in other media, particularly newspaners accnamics
scale is precisely what undarwrites the quality we cherish in such aurlers as
the New Yook Tines, the Washinguen Dost, new~aumy
cthers. It seems ircnic that while no ce calls for the dismantling of these
"mard news" cutlets because thay are "too big", sam still balk at allcwing
‘greater scale in radio, which chiefly retails music.

Given the Commissicn’s repeated asserzicn that cwnership rules are rct an end
in themselves, bt rather a means toward assuring that other policy Lhlarivag
ar= met, t!-efac:.ssu;;astitzstmetommarasubstam.al resisien oT
radic. Tcward that end, the Bureau is preparing cpticns to deliver shortly for
ycur consiceraticn.
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QVERVIEN OF TEE RADIO DICSTY

I. Iotocuction

This paper reviews major develcmrents in the radis industry, focusing an
hances over the course of the last decade- It hichlichss incust—y si:zs,
growth and profit performance; radio progreming and usage trends; and tha

gzowth of other media. Several attackmenrs provicde more detail cn selecsad
items.

II. NMamber of Staticng
The muber of radio stations has steadily increased.

Tre m=ter of AM staticns increased o 4589 in 1980 to 4988 in 1991, an
increasa of 9%. The mxber of IMs increased a drzrmatic 31% in the same
pericd, from 4599 to 6036. (See attackment 1 for toend 1948-1581).

The radio industry remaing extremely fragmerted.

When evaluating proposed mergers, the Depar—ent of Justice considers an
indistzy unconcentzated if the post-merger level cf concentsaticn results in an
Berfindahl-Hirscran Index (BHI), a standard msasure of incd:stry concentraticn,
belcw 100Q. (An industry or market of 10 equally-sized £i—s would have an =
of 1000.) Based cn reverme, the I for the radio inc:stsy, N a naticnwicde
basis, was 49 in 1990, baving declined from 77 in 1980.%

Tre tcp 10 mdiogmpgwuswxmedfcrabamﬁ%ofim:st:yrevmin
1280 ard again in 1990. (See attackment 2).

Ar the local level, smaller markets are characterized by fewer staticns — and
tizs higher cencentraticn — than larcge markets. For example, the averzge tcp

1 1t should bs noted that shen ths Comissicn adopeed its 7 AM starien,. 7
EM staticn ownership limits in 1953, che indivicuial or entity could own 0.3% of
all AM radio staticns and 1.2% of cha FM staticns., At the time the curwent
rules were acopred in 1983, thase percentages were 0.2 and 0.2, respectively.
While the absoluta mumber of staticns an irdividtal or entity can own has
ircreased with this rule change, the sharm of tha indistry that may be
cctrolled by any one entity has decrpased. If ths rules had been maintained
at the same percentage level as luysy, it waild be possible for an entity to ncw
own appruximately 5S4 EM stations and 1S5 AM stations.

2 The cuzzent rules permit an indivicual or entity to own up to 12 AM and
12 ™ radio staticns. If two of its starions are minarity controlled, bowever,
an irdivicdial or entity may own up to 14 AM and 14 FM stations. A mmmbher of
entities have reached the 12 AM-12 FM station limit. In addition, one minority:
;tityums1OAMami13EHstazicmandanctnerminorityfimhasuAMand14
1 stations. C .




25 market has 13 televisicn staticns and S0 radio staticns. It is necessary to
reach the 176th market, on average, to drcp belcw 14 radio staticns. Markecs
rarked 176-200 have on average 3 televisicn stzticns and 9 madio staticns,

(See attacient 3 for average mxber of staticns by market size and attaciment
4 for selectad markets).

Arcrexirately 50% of all radio starions have 10 ar fewer full tize emlcoyvees;
90% bave 30 ar fewer. (See attachment 95). _

.Anmsmm'eyind.imerthat?S%ofallradiocpem:imhaveam.alrevenues
of less than S1 millien. mesnallmsinessam.zmstm.mde..resa radio
cperaticn with revemes belcw $3.5 millicn as a small business. -

V. Osage of Radig

Cmmumcfmdiochdimdthzurﬂnmtram%.mdioisch—mngly
relied on as a saxcee af cews.

Time spent listening to radio decreased throuchour the cdecade, ﬁ-:.n3hcu:s 24
mimmes daily in 1980 to 3 bours: 0 mirutes t:oday.3 Averzge housenold usacge of
TV, in czntrast, increased from 6 hours: 44 mimwes to 7 bours: 2 mi=ctes
during the same period. In 1959, 34% of Arericans reparted that rzdio was ane
of their primary sources of news; in 1580 this fiqure= was 18%; tecay it stands
at 1l4%.

onie L .

The AM-M audience share split, which began the 1980s at 43-57, moved to 23-77
by 19%0.

VII. Groweh of Cthex Media

. 'Altzmatinemdiaaﬁs:sg:ave:plnﬁvelyintbemsus,imsingtte
proaming choices avallzhle to consimers and ths ceopetiticon faced by radio
licersees,

e rmotoer of homes subsc=bing to cable talevision contimses to grow as does
the moper of cable programing networks and the audience to such programuing
available anly through cable sexvice, Cahle penetraricn (L e., the mxrer of
hames subsc—3ibing to c2ble as a percent of all TV hormes) was 25% in 1980, 41%
in 1984, am:.sazr—em:lya& ’memmerofnaumalmsiccablepmcrmng
networks grew from 34 in 1982 to 80 in 1991. For tha 1984-1985 televisien

seascn, basic cable programming, incliding superstaticns, attained a 14% share

3 Much of this trend is due to the fact that the "over 50" listening
grow, which historically has the lowest radio listenership, is now a larger
percentage of the U.S. populatien.




of the tctal aundience. During the 1989-1990 seascn, that audience share rcse .
to 24%.

Naticnal and leocal spot advertising on cable increased Irom arproximartaly S8
millica in 1980 to $396 millicn in 1950. Local cable advertising racas are
often cametitive with rates charged by radic staticns, imtrocucing a new
element of carpetiticn not previcusly a faczsr for radio. )
Pcpular rmsic, a mainstay of radio procrarming, is ncw available to S5.1
millicn households from MIV and to 41.8 millicn housenolds £xom VH-L.

In 1984, there were 6 cable radio netwarks dist—ircting 24-hcur-a-day
progz=ing services to cable systems. Since that tize, 9 addizicnal services
have bequn cperaticn. These services generally offer music formats that cable
cperators include as part of their basic cable service. The newest cable rzdis
services are three digital petworks. While they evertually will have the
capability to offer as many as 250 chammels, each network curTently offers
abcut 30 chanrnels of O quality music and simmlicasts the aidio portien of pay
cable networks, such as H20 and Showtize, as a premiua cable service. At this
tima, the larcest of these digital r.adm necworiks reaches arcroximacely 1
millicn cable hares.

VRs kecame an inmportant part ¢f the hare enterzairment zarket daring the
1980s. The proporticn of housenolds with MRs increased fzum 14% in 19284 o
77% in 1991. Gross experditures cn the sale and rental of viceocassertes went
from $1.4 billien in 1984 to $9.6 billien in 1989.

VIIT. Brocrom offerinas

Mbm_mfmmmmglymmmmwmlg,
radio petworks bave multiplied and grown rooustly; ousic is the predominanc
radio cotent.

Increzsed carpetiticn has forced stations to tailor their programming to mors
secernted audiences arnd demographics. In the mid-1970s, Ratz Radio Growp, a
leading inci:stry rep fim, placed stations into 8 major format classificacicns.
Tocay Xatz tracks 35 major forwmars — ircliding 8 that have emerced in the last
tWo years — and Jrproximately two dozen cother minor forzTats.

A few illustraticnsg suggest tha extent to which niche programing has
develcped. Within the Spanish formt, for exanple, there is now Ranchero
(Mexican Countzy), Nortena (Northem Meedcan Country), Comterporary Scanish,
and Trcoical (Salsa). There are also Spanish language News/Talk, Sperts, and
All-¥News staticns, Within "Album-oriemred rock (ACR) /Rock, ™ there is ACR,
Classic Rock, Eclectic Rock, Modarn Rock/New Wave, Rock Contemporary Hit Radis
(CGR) /Rock 40, and Z-Rock (Beavy Metral).

Radio retworks (i.e., orqanizariocns providing programming cn a similtanecus
basis to two or more staticns) have also grown substanrially since 1980.
Network revemues have risen 11% anmially, from $156 millicn in 1380 to $432
millicn in 1990. Networks have also develcoped increasingly specialized
formats as they have grown. In 1984, 9 naticnal campanies offered 1S program

3




services; tocday 33 naticnal caranies offer 63 diffaranc services. There are
also 105 regicral networxs in operst-cn tocay. 91% of staticns tocay use
networX crogranmung to same Jdegree.

As for tyrical radio comtent, a 1987 NAB Radio Progrzmming study found that
86% of the average EM hour and 70% of the average AM hour (excluding
camercials) was music.

IX. Incustzy Peverme Growth

Real dollar reverues per staticn are declining. Revenues had been increasing
up until 1988. This trend reflects the coorimning growth in the mxmber of
stations and the decline in real total revenues.

Radio staticn incustry revemies grew from an estimated $3.1 billicn in 1980 o
$7 billicn in 1990, in current dollars, but less than 4% annually in real
ter=s. Between 1980 and 1385, radic revermes grew 1l1% amrmually — more chan
twice as fast, in real terms, as the Gross Naticnal Precuct (GP). Between
1985 ard 1950, however, radio’s rate of grewth drorred almost in half to 6%,
slcwer than the eccnany as a whole.4  (See attacr—ent 6)

Despite reverme gzocwth that slightly autrerformed the econany over the decaca,
the increase in the mxPer of staticns during the same pericd means that
revermue per staticn grew an a carrourd anrmal basiscat aporeximately 3% yearly,
in real terxms, from 1980 to 1885, ard remained virtially unchanced cn a
cazand anntal basis between 1985 and 1990.

Reverte per staticn and income per staricn in real terms fluctuated gver che
last three decades. These trends (and these for staticn profitability belcow)
reflect, to same exrent, changes in the general business cycle ard electicn
years, including especizally the cursent recessicn which fecan in July 1980,
(See attackment 7) Both values, however, peaked in 1988 berfore declining in
1889 and 1990.

In the first three quarters of 1991, reported radio incdustry revernes drotroed
by 3%.

From 1950 to 1990, radic’s share of ths tcral amourr of advertising revenue
rerained relatively constant, representing 6.9% ard 6.8% of all such revermes
in those years, respectively. (See attaci—ent 8)

Local advertising’s share of total mass media (L-adic, televisicn and cable
televisicn) advertising revermes inceased from 38% in 1980 to 40% in 1990.
Cver this pericd, local radio adverrising’s share cdaclined slichtly from 18.1%

: 4 These rates of change are campound anmual average rates of chance. The
Statement that radio revermues grew 11 percent ammally between 1980-and" 1985
means that, an average during the period, each year’s reveme was 11 percent
highar than that of the previcus year. This descrirtive measure is based cn
the groweh which occurred over the entire period and is not meant to imply thac
actual revenues increased by this amount every year.

4 ) i ’




to 17.8%; local televisicn advertising increased £=cm 19.6% to 21.2%; and the
cable share grew fIom 0.1% to 1.1%. (See arzacmert 9)

Dyramic changes in the nature of the rerail business also appear to negatively
Lrzact madio revermes. Wal-Mart, for example, is a large and growing discaunt
retailer who buys almost no advertising cn radio. Once it enters a market,
Wal-Mare typically displaces a murber of smaller retailers who did acdvertise en
radio becauvse of its relatively low cost.

X. m&': +=aky T4 zr

There is a vast disparity between larce and smll starion profitability. Larce
starions are highly profitable; small stations — which regresent the bulk of
the industry’s cperations — lost money, on average, in 1990. while aogrecgra
mmmmmmymmo,mmMam
ercgim since the electimm year peak in 1988.

mjmarﬁpmfitamw:glymmaiintmmnm:
of large radipn staticns, while most small staricns struggle to remain solvent.
e tep 50 reveme-orodicing radio statiens, for example, accounted for cver
11% of tctal redio reverue in 1990, arnd an estimated SC% of tctal incdustry
prefic.

Staticns with over $16 millicn in revermse had an average cperating margin of
35% in 19%0; staticns with ketween $5 and $6 millicn in reverue had margins cf
26%. (See attackzent 1QA) Yet radio staticn cperaticns with less than S1
millicn in revenue (representing 75% of all cperaricns), on averzge, lost mcoay
in 19%0. This stark difference between larce and sall staticn perZocrmance has
perennially characterized the industry, and is cinsistent with the high-fixed
ccst nacture of the business, (See attactmenrs 108 and 10Q)

In acditicn, while overall industry operating profit (eamings before taxes and
interest) has grown at2 3% crpoundagd anmually in real terms from 1980 to 1980
(see atta c."**ent.‘l), &mnemmwemsmtmpeakmlsaa

imr~a 10ARKR Ry
Lorered Sv 0% the 34 3 1ire ha . The recent dr—o
, -.a.J.-evem.esam:.smgmng sa.l.aan:lgmezalardadmmsu-at_
(G&A) costs, have caused cperating marging for tha average radio staticn to
cecline sharply.

Averace c::e_..r_.:ng r::an;:.mz for FM staticns, for example, dropped from 12.4% in

1987 ¢ 2% ; full-tims AM staricns fell from 10.1% to 8.1%, ard
daytize AMs- drmed £z 9.5% t:o v:Lrtv..aJ. breakeven. More than bhalf of al)
paclebl arimne 1 .

Asavesxutofu-eseproﬁtpruam, 287 radin_staricns are currently “dark”,
with 153 (53%) of them going dark in jligt the last 12 mohths. It has been

reponedmtrad;ostaumtmdimmﬂtynasfau&xcﬁmmnastyear
and averace staticn prices have fallen. For example, an average EM sold for
S1. szll;onmlSSIGmparedtOSZmillimmlSSO.




XI. Econamies fxem aonsolidaticn
The mcnitude of potential eccoomies from comsolidatrico appear significane.

MAB cdata permit a possible estimate.of the maguitude of savings if
ccnsolidaticn in the incistry were to take place. In 1390, the incust~y spens
an estimated $1.7 biilicn an @‘eral ard administrative exsenses. I 10% of
these costs were eliminated via consolidaticn, the 5170 millicn in savi-~s
would raise incustry profit by 30%. If local staticns decided to imvest nals
the savings in programming, this would immediately boost per staticn
progTamming investment — which has grown at cnly 1% yearly in real terss
since 1987 — by S%. The remaining savings would still raise incustsy
profitability by 15%.

Gru:pame.rshipimtbeq:alityafmdioservica..

Efficiency available trmm'gmp ownership of b.rcadcz.st staticns can tlay a
signi€icant part in iImproving the quality of radio service to the public.

Infors ~—aticn precvided in the record of this proceeding indicates that
censolidated radio cperat::.cns will permit increased expenditures cn
Yormaticnal prograumng, may allow scae nrev:.cusly margIal stacicns to
rerain cn the air, ard may provide for activaricn of unused channels or tha
improvemant of the facilities of exdsting stacicns. Group W, Which cperates
all-news staticns in New York ard los Angeles, suggests that if the rules
permitted it to cwn ack:'it...cmal staticns in these markers, it cculd cxeatas
Hispanic all-news sta stoservetbars&mstam.a.laiscamcpomlan.cns
C3S states that its staticns, whethsr news or music formats, provide
sicnificant local news ard other informraticnal programming and attributes its
ability to co so to rescurces available to it as a group awner. In particular,
C2S notes that the 5 FM staticens it has accuired dmsing the last decade have
all sueostantially rxzaasedtb«._i:newsandmfo::at.czulpmq—anmmmﬁer

C2S’s cwnership.

Evidence from the breadcast talevisien industry indicates that group—cwned
staticns cdo substantially mora pews and poblic affairs programming.
Sicnificantly, individual statiecns mainrain editorial autcnamy even thouch thay

are growp—-owned.

The rewspaper industry is characterized by mamercus larce newsparers (.g,, The

Wall Street Jourmnal, New York Times, Washingten Pest) that provide hich

quality news service. 'm:!.sla.rgesimisgu\erallymar{tosuccorr:

re_.curcest:hatpmvidemislevelofqua.uty The newspaper industry is noc
ject to limits an ownership camparable to those for radio.

S NAB data submitted in 1987 indicate that savings in GaA expenses frmm
co-cwned, co-located AM/TV and FM/TV ‘staticns ranged fram 30% to SO%. Savines
g..e'uf multiple ownership of geogzapmcally distinct staticns would, mmbl)':

cwer.

e
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‘ Attacment: 2
AMFRICA’S TCP RADIO GROCP CRERS BY REVENCE

1990 (millicn)

Rar !EEI‘: m . 1QC£2 Denrarea § AF Ta=a3] Darvar-ax
1 Cap Cities/AEC 18 §232.2 2.6
2 s 18 216.3 2.5
3 westinghcuse 17 200.0 2.3
4 Infinity 14 131.5 1.5
s Cox 12 103.9 1.2
6 Emmis 10 101.9 1.2
7 Bommeville 10 96.2 1.1
8 Gannett 12 91.2 1.0
9 Viacom 10 90.0 1.0

10 Great American 17 87.2 1.0

11 Jacor 12 75.8 0.9

12 Nable 14 73.7 0.8

13 Malrite 10 73.5 0.3

14 Susquehana 15 70.3 0.8

15 Greater Media 12 67.4 0.8

16 EZ 12 62.9 0.7

17 Shamrock (Disney) 12 58.8 0.7

18 Booth/Genesis 14 5.9 0.5

19 Tribune 3 £0.0 0.5

Naticnwicda 13 Q.90 0.8
Beasley 14 £0.0 0.5

22 Cock Inlet 7 47.5 0.3

23 Sumit 9 46.6 0.5

24 NewCity 11 46.4 0.5

25 Evercreen 6 45.5 0.5

26 Pyramid 9 41.2 0.5

27 Chase S 40.3 0.5

28 Clear Chanrel 1S 39.0 0.4

29 Sconnix 7 38.6 0.4

30 Edens 7 37.2 0.4

oo 27.5%

Scurce: Quncan’s Padio Marker (uice 1991

* Total 1990 advertising revenue for -adio $8,765,000,000 (T¥ Tacthcok p. 336)
1950 KHI for radio ownership = 49 (down £ 77 based cn 1980 cdata)

The Berfindahl-Hirschman Index (HHI) is a measure of industry concentzaticn

used by tka Departrent of Justice (DQJ) and is based on the market shares

(revernes) of the firms in the defined market. Specifically, the BHT ig the

sum of the squares of the market shares (revemes) of all the particicants in

the market. When evaluating proposed mergers, DOJ considers an incustry

mtediftb&posc-m:gerlevelofmncmtimmsults in an HHI of
oW .




Mariars TV Stations AM Q’?‘a;'~'~ns EM Seariemc g;:; =/
1-25 13 . 28 : 22 T
26-50 9 19 w3
51-75 8 ‘ 14 13 27
76-100 7 12 1 23
101-125 6 8 9 17
125-150 6 8 10 18
151-175 4 6 8 14
176-200 3 4 s v g
201-209 | 2 o 3 . 4 7

Scurces: Data corpiled £rem 1991 W}s . 3470476, ard
Arblt."”’l 10Q9 B!ZT Maricor Sallﬁ

x/ mmﬁm@mymalmstecmim.nmaﬁia&
reporzing criteria to be listed within the Metzo area., Therefore,
neroommercial staticns as well as staticns that have a nonreportable audience
share within the Metro area are not inclixied, Also exclixied are staticns

. locared cutside desicnarted Metro areas., Thus, these marbers represent an
cdercount of the acrtal mxber of radio stacicns,



Attachrent 4
NOER (F RADIO STATIOS IN SEIZCTSD MARRETS, 1939-1890.

Macket 18299 1979 1969 1959 1949 14919
pissshburch 47 35 31 22 19 6
Cinginnacs 25 25 21 13 8 [
Birminghom 31 20 17 13 10 3
Las Vegas 26 13 11 6 3 0
Austin 23 13 11 7 4 2
Sarascta 13 10 9 4 3 1
Lircoln 12 11 8 4 3 1
Cammzen 11 9 9 6 4 1
Eau Claire 11 8 7 S 4 1
Erie 13 8 6 S 4 1
Tyler 11 7 6 | 4 2 1
Wichita Falls 8 6 S5 3. 3 1

SGQ-m: Trrm s —!: and Dm e QQ’MEK}& Igmﬂ ﬁ"‘;m ~ :ﬁ"‘l.i:, x DOC_‘:E’;' E:O.
79-213, Oczcber 5, 1979, Table 2 and 1991 Smsedoastine Yearmock, DP. B-470-7s.
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" Actachzeat S

Cumulative Distribution-Radio Stations
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- Attachyent 6

CeO2D ANNIAL RATES (F GROWTH: RADIO STATICN REVENE VS. QP 15880-1830
- (MNaminal and Real Percenr)

1980-30 1980-85 1985-30
Nem, . Raal Nam,  Raal Ner, 2eal
Radio
Reverme 8.5 3.6 11.0 5.9 6.1 2.0
Overall i
Radio )
Reverme 6.6 1.7 9.0 3.3 4.2 0.2
Per Staticen ,
G2 7.1 2.3 8.0 2.4 ' 6.4 2.3

Scurce: McCann-Sricksen, Inc.; U.S. Bureau of Sccnamic Aralysis; U.S. Buzeau.
of lLabcr Statistics )



Attecheser 7
RADIO FINANCTAL CATA — 1960-1930

No. of Rev/Sta. Incare  Incae per
(millicns of dollars) Cam’l Rev/Sta. in per Sta. Sta. in
¥eax Pevenue f/ Incomerr/ Sta, 4000) 19890 s (Q0Q) - 1222 S
1960 597.7 45.9 4,124 145 629 11 49
1965 792.5 77.8 5,496 144 601 14 $3
1966 872.1 87.3 5,748 152 607 17 €8
1967 $07.3 80.8 S,950 152 586 14 54
1968 1,023.0 113.4 6,180 - 166 613 18 65
1969 1,085.8 100.9 6,503 167 536 16 57
1970 1,136.9 92.9 6,519 174 581 14 47
1971 1,258.0 102.8 6,653 189 603 15 48
1972 1,407.0 134.3 6,875 205 640 20 63
1973 1,501.9 148.6 7,027 214 629 21 62
1974 1,603.1 131.1 7,068 227 597 19 0
1975 1,725.0 138.2 7,220 238 s82 19 46
1976 2,019.4 228.0 7,370 274 623 31 70
1977 2,274.5 301.3 7,514 303 658 40 87
1978 2,635.3 378.3 7,653 344 689 . - 49 e8
1379 2,873.6 321.4 7,714 373 665 - 42 75
1980 3,206.0 280.2 7,871 407 647 36 57
1987 S,774.0 632.0 8,943 646 742 71 82
1988 6,267.0 867.0 9,050 652 . 787 96 108
1289 6,670.0 869.0 9,223 723 761 94 98
1990 7,007.0 560.0 9,435 743 743 S9 S8

Scurce: 1960-1880 data are frem FCC Anrmal Financial Reports and are based cn
the wmiverse of staticns; 1987-1990 dara are interpolaticns of McCann-Ericksen
data and the NAB/BCM Radio Financial Rerorzs for those years., Tha N&B data
are based cn a weighted 3ample of radio staticns.

X/ Gress acvertising revemses plus all cther hroadcast reverne less
ccomissiens.,  1960-1980 data inclucdas netwark revermse; 1987-1990 coes rnct
inclixde network reverne.

**/ Before fecdaral incare tax. Prior to 1973, income data do not includa
interest. Begirmning with 1973, income data inclide interest.
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Attachmesy §

mmgm'mmamm
(in milliong of dollars)

Meciiz 1280 1284 1989  108¢ 1987 1988 1989
Radio 3,702 5,817 6,490 6,949 7,206 7,798 8,323
(% of toczal) (6.9)  (6.6)  (6.8)  (6.8) (6.8) (6.8  (6.7)
Televisicn 11,416 19,310 20,298 22,025 22,941 24,490 25,367
(% of toral) (21.3) (22.0) (21.4) (21.6) (20.9) (20.7) (20.5)
Cable TV S3 538 724 8s5 963 1,196 1,527
(% of total) (0.1) (0.6) (0.8) (0.8 (0.9 (1.0 (1.2)
Newspapers 14,794 23,522 25,170 26,990 29,412 31,197 32,268
Maqazines 3,149 4,932 5,155 5,317 S,607 6,072 6,716
Farma Pub. 130 181 186 192 196 196 212
Direct Mail 7,596 13,800 15,500 17,145 19,111 21,215 21,9845
Bus. Pub. 1,674 2,270 2,375 2,382 2,458 2,610 2,763
Cutdoor 578 872 945 985 -1,025' 1,064 1,111
Yellcw Pages 2,900 4,900 5,800 6,500 7,300 7,781 8,330
Misc. 2,558 11678 12,107 12,799 13,431 14,531 15,271
Tczal 53,550 87,820 94,750 102,140 109,630 118,050 123,930

Scurce: Robert J. Coen, MeCarm-zZricksen Inc.
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8,725
(6.3)

26,615

(20.7)

1,789
(1.4)

32,281
6,803



1980
1981
1982
1983
1384
1985
1986
1987
1988
1289
150

Attachmerr 9

ANNCAL VWILIME CF LOCAL RADIO, TV AND QELE TV ADVERTISIAG
QXPARED TO TUTAL ADVERTISING QN TEESE MEDIA

toca radle
TR
2,740 18.1
3,121  18.3
3,492 18.1
3,876 17.6
4,300 16.8
4,7%0 17.4
5,178 17.4
5,463 17.6
5,955 17.8
6,300 17.9
6,609 17.8

Local TV
(St (4]
2,967 19.6
3,368 19.7
3,765 19.5
4,345 19.8
5,084 19.8
5,714 20.8
6,514 21.8

6,833 22.0
7,270 2.7
7,612 21.6
7,856 21.2

Local gaple Total ;c;al *Total

8 0.1
17 0.1
2 0.2
50 0.2
80 0.3

120 0.5
179 0.6
203 0.7
254 0.8
330 0.9
396 1.1

Scaxce: Rebert J. Coen, McCarn-Srickeen Inc.

(Smil.)

5,712
6,506
7,289
8,271
9,464
10,634
11,371
12,498
13,478
14,242
14,861

-

(%)

37.7
38.1
37.8
37.6
36.9
38.7
39.8
40.2
40.3
40.4
40.0

iver,
(Smil.)
s,
17,076
13,306
21,563

-

[e43

2,

~
~
n
kL

’

[e3}

-
-~

o8]
0
o

31,12
33,484
35,214

37,121




Attzctzzan: 1Qa

1990 CEERATDG MARGIN — AEL STATIONS AVERAGE BY WaIE
(Percent of Sales) :

13-16cceccccccccccancane ccccecsaeesl8.5
10—13..............................32 2
8=10uceeccccacccacasaanan cecsccnnes 23.6
T=8 tecescceccscsccnna P B -

[ . B §

5 S eceetencceasssccscsacacccnnesealb.8
5=5.5cccececcccaccsnanas cecessceceselb.l
4.5=0. . ccececnccsncccas ceceaccnca ..8.8
4-4.5..cccicaccccoacasans ceesscessces20.4
3.5 4. ieeeiececnasccnnaa D ¢
3=3.5 . ccecececccsccccccane csceccsasal

2.5-3 ieecetceccnsanoan teccsccacecsd.d
2=2.5 e eieieccctcscsancan S e
1.5-2..... ceeccveccccense ccessccecacald.?

B ..—10.9
900,000-1 millicn..ccceeee ceceeees~10.9
800-300,000....ccvccccane eecscccee=8.7
700-800,000....ccccvcccccns esecesse=l.S -
600-700,000. . cccccecccan eesvesesse=il.5
S00—€00,000....cccaceee ecessccccs «=2.
400-500,000. ... cceecae csesscasacce=l
300—-400,000...... eecena B A I
200-300,000.c.ccecnes . .
100-200,000...ccccee.. cccccecaccae=d.7
Less than 100,000, cccceccccecccee=8.5

Ncte: "Cperating margin” equals earmings befcre inrerest and taxes, expressed
as a percent of sales,

Souxrca: NAB Radic Financial Report, 1991. These financial data are based en a
samle of radio staticns, :

3
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Attacher 108

1988 CPEFATING MARGIN — ALY, STATICNS AVERAGE BY IDE
(Percent. of Sales) ~

Starism wavmreca (S) a4

Over 1S millicn..eeeeeennns eeceeesedb.7
12-15. teeeecccncancnasn cecseccsnns ..35.0

T=9 teiectcccccnccssocacane .........23 6
ST ieececcncacccesanans cecessesceacl2d.3
3=5ieecccecccacsnnscnee cereccceseeslB.T7
2=3.cececcssecassccccas ccesssccccses8.8
172 icececcccscssoanccannae PR S
750,000 - 1 millicN..ccececccccaeasl.8
E00=750,000....ccccccccccsccancaae=l.4
250-500,000..cc0ccccnece cecccsacccs -2.4
less than 250,000...... cessesscese=0.2

o (%

Note: "Cperating margin® equals earmings before interest and taxes, exzressed

as a percvent of sales.

Scurce: NAB Racdio Financial Repors, 1991
sample of radio statiens.

These firancial data are based cn a

17 - .




Attachment 10C
1986 CPERATING MARGIN — AIL STATIONS AVERAGE BY WILIDVE
(Percent: of Sales)
En:vw'nn e re e (é) — 4 y— %
Over 14 millionN.. it eenecananas .e34.2

10-14.cicieccccccncannns cecceccccas 26.4
5‘10....---.-0 00000000 .......-.....23-7

3"5......... ooooooooooo ..0.00000-001607
2’3-:...... oooooooooooo .-ooo.oo....’.&
1.20000000000 -------- ..............4.2

750,000 - 1 millien...... ceccsccea=0.7
S$00-750,000..ccccven. cecesscceccce=h.b
250-200,000..ccccecne T . 14
Less than 250,000..... cesecacens .e=21.7

Ncta: "Cperating margin® equals earnings befors interest and taxes, expressed as a
percent of sales.

Scurce: MAB Radio Firancial Reoort, 1991 These financial data are kbased cn a
sample of radio staticns. - )

-
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